Introduction
As a result of rapid changes and a growing competitiveness of companies at present, design is becoming one of the key instruments of innovation and also the key instrument of companies´ performance [8] , [1] . For the reason of having products more and more technically alike, it is the design that is becoming an instrument of competitiveness as well as the criterion for decision making of fi nal consumers.
Innovation by Urabe, Child & Kagono [19] consists of the generation of a new idea and its implementation into a new product, process, or service, leading to a creation of pure profi t for the innovative business enterprise.
Design management is a term for which there is no clear-cut defi nition. However, it is evident that this term stands for connecting two fi elds -design and management.
Design by Bruce & Bessant [3] is essentially the application of human creativity to a purpose -to create products, services, buildings, organizations and environments which meet people's needs. It is the systematic transformation of ideas into reality.
In the context of innovations, we are able to specify three interpretations of the term design [18] :   Design is a tangible outcome.   Design is a creative activity.   Design is the process by which information is transformed into a tangible outcome.
Fairhead [18] refers to four different levels of understanding of design:   Design is seen as "styling".   Design is about better products.   Design shares the interface between company and audiences.   Design is integration: A whole process.
The connection of terms design and corporate is used by Vysekalová & Mikeš [21] .
In her point of view, the corporate design is a part of visual identity and it is a set of visual constants that is used in internal and mainly external communication. It includes following factors: name of the company and the way of its presentation, company logo, product brands, promotional items and printed materials, script and colour, structure and nomenclature of the buildings and interiors, employees wear, container graphics, gift items, etc. The graphical image of these components should be included in a so-called design manual. Design manual is a summary of rules and recommendations for printed and electronic visual presentations of the company, e.g. graphical rules, layout of the documents, rules concerning usage of founts, colours, logo and its variations, company documents, and the like.
By the Kathryn Best [5] , in the area of design management a wide variety of perspectives exist that refl ect the rich array of individuals, professions and context involved. Hollins [10] defi ne design management as the organisation of the processes for developing new products and services.
Bruce & Bessant [3] identify fundamental issues of design management: a) How do particular perspectives fi t into the design process and what they can bring? b) How can design professionals support these different contributions? c) How tolls/techniques are available to help make this contribution? d) How can effectiveness of the design process be measured? e) How can the process be improved?
According to Design Management Institute in Boston [6] defi nition encompasses Design management the ongoing processes, business decisions, and strategies that enable innovation and create effectively-designed products,
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services, communications, environments, and brands that enhance our quality of life and provide organizational success. On a deeper level, design management seeks to link design, innovation, technology, management and customers to provide competitive advantage across the triple bottom line: economic, social/ cultural, and environmental factors. It is the art and science of empowering design to enhance collaboration and synergy between "design" and "business" to improve design effectiveness. The scope of design management ranges from the tactical management of corporate design functions and design agencies, including design operations, staff, methods and processes-to the strategic advocacy of design across the organization as a key differentiator and driver of organizational success. It includes the use of design thinking-or using design processes to solve general business problems.
There is a strong link between marketing and design management which mentioned Gorb [7] and also Melewar, Dennis, Kent [13] , and Adir & Pascu [2] presents in their paper the importance of a logo as a graphic element to support a corporate identity. They described the basic idea: That the logo design is a creative work which allows to a company to be seen through a symbol as a visual and graphic message.
Design offers four powers or directions through which to create value in management, and these four directions can be seen as a system with the vision in the center according to Mozota [14] , [15] , [16] . The design value model and its application through the Balanced Score Card toolkit provide a common language for designers and managers and this can help the design profession effect a change from project-based to knowledge-based.
Theoretical Background
Walker [22] deals with a specifi c fi eld of management. He presents the differences between managers and designers -see Tab. 1. The differences between the managers and designers are mainly in the area of personality specialities, habits of thinking and working, and education background.
Design management according to Kathryn Best [5] Verganti [20] introduces the term designdriven innovation. He also defi nes three phases related to innovation management by means of design: a) listening, b) interpreting, c) addressing (see Fig. 1 ).
In the fi rst phase 'listening', there is listening to the key groups, i.e. interpreters. Interpreters are people who predict future development of customers' needs by means of their own research. The aim of 'listening' is to fi nd the key groups of interpreters and predict benefi ts of their thoughts for business. The main key groups according to Verganti [20] are artists, cultural organizations, sociologists, anthropologists, marketers, retail and delivery fi rms, people, designers, fi rms in other industries, developers of pioneering projects, technology suppliers and research and educational institutions. The second phase is 'interpreting'. Its purpose within the company is to create such conditions that would propose a motion. The organization communicates with the interpreters and integrates their ideas with technology and possibilities of the company. The third phase is 'addressing'. This means making such conditions to be able to innovate, and to discuss the rationality and attractions of the change.
Fig. 1: Phases related to innovation management by means of design
Source: [20] Bruce & Bessant [3] also state the major benefi ts of design management:   Increase profi t by increasing sales or by decreasing manufacturing costs.   Increase market share.   Gain a competitive advantage.   Revamp mature and failing products.   Provide a strategy for growth.   Design is a way of launching a new product of service.
The UK Design Council focuses on the contribution made by design and presents mail responses [3] :   91% felt it improved the image of their company.   90% felt it improved quality of their products.   88% felt it helped them communicate more effectively with their customers.   84% felt it helped increase profi t.   80% felt it helped into new markets.   70% felt it reduced costs.
Mazota [15] deals with topic Design as a competitive edge. Author measures impact of design on product, classifying the reasons for launching new products and the tacit knowledge of design. This research can be useful for professional design managers because it isolates variables that are pertinent to explain how design transforms management processes and which process it changes.
According to Bruce & Cooper & Vazquez [4] small companies have a range of business needs for design, but have varying levels of awareness and competency to manage design effectively. Two different types of companies could be discerned from the study: 'confi dent' and 'apprehensive' design users. The former companies had had experience with design, typically in previous work experience and the latter had little awareness of design. For the inexperienced design companies, various factors were identifi ed that assisted the effective design outcome: the relative simplicity of the project, possession of strong briefi ng skills acquired in a different discipline, sourcing skills, such as personal recommendation form a trusted intermediary, and evaluation skills obtained through an intermediary or acquired in a different discipline.
Problem Formulation
The basic aim of research is to investigate the importance of design in Czech companies from the management of businesses´ point of view. This paper also attempts to analyse and identify the awareness of companies of various sizes concerning the importance of design. The emphasis is put on the issues related to the correct targeting of such activities, which is closely related to the importance of design within companies. Finally, based on an analysis of the data collected, the study shows the current situation in Czech business.
Research Methods
The research consists of two main parts. In the fi rst part of research done from January to March 2014, a method of smart internet questionnaires was used. It was designed by the authors of the paper based on the experience from their previous research.
The primary aim was to investigate companies´ concern for design in relation to other factors. This was done by asking specifi c questions. The secondary aim was to investigate companies´ concern for the importance of design itself.
In the second part of research, the results were analysed using quantifi cation and by means of seeking a mutual dependence. The questionnaire form contains 16 questions. The responses were divided into several categories with common features. In total 168 entries collected from 305 addressed respondents took part in the research. The results obtained were subjects to a statistical study.
The results were subjects of critical assessment and a synthesis with already discovered and published data (secondary data) was carried out.
The table below shows the occupational structure of respondents who participated in the e-research.
The table above indicates that B2B and B2C were almost equally represented (53.5% and 46.5%) in the investigated area. The zero share in the respondent structure is represented by B2G business. This means that the major share should just have B2C and B2B sector. Firstly, a list of selected suitable subjects was done. Then, this list was sent to be fi lled in through the internet research questionnaires.
Venn diagram visualisation was used for a better illustration (see Fig. 2 ). It is evident that some companies operate in both fi elds, whereas certain number of companies operates in one fi eld only.
The Figure 3 shows the sectors structure of respondents, in which they operate.
The sample which has been used for the purpose of this paper contained 23% service respondents, 15% trade respondents, 10% building respondents, 13% engineering respondents, 4% food industry respondents, 1% textile industry respondent and 34% respondents that operate on the other sectors. 
Problem Solutions
The current state of the importance of design in a business concept of Czech companies in subjects examined on the Czech market is characterized by the following queries. In the case of a majority consensus, the data are quantifi ed by a relative indicator and supplemented by important fi ndings in the form of a comment. In the case of fragmentation of answers, only the most important fi ndings in the surveyed area are listed. Based on the problem solution above, two hypotheses were established. Hypotheses were tested on the level of signifi cance of α = 0.05. The H1 hypothesis was a subject to the Pearson´s chi-squared  2 test of independence [12] for a contingent table, using IBM SPSS Statistics software. P-value and Excel XLStatistics5 programme were used for statistical evaluation of the H 2 hypothesis.
The value of the test-statistic is Then a standard deviation was calculated. This enabled us to see up to what extent typical cases vary within the set of examined numbers.
Design with Respect to the Market Type
Concerning the evaluation of design as one of the most important factors in the company, the following hypotheses were defi ned.
H1 0 : Referring to the importance of design in relation to the success rate of the company there is no difference between the companies having business in B2B and B2C markets.
H1 A : Referring to the importance of design in relation to the success rate of the company there is difference between the companies having business in B2B and B2C markets.
The fi gure from above demonstrates the importance of design within the company according to its fi eld of business. It is evident that across the spectrum 'fairly important' prevails. According to these numbers, companies in B2B market only are aware of a great importance of design. Slightly lower numbers are recorded within companies in B2C market. Companies having business in B2B and at the same time in B2C markets took last place. Extreme numbers at both poles, i.e. 'extremely important' and 'completely unimportant', are very rare.
The next part focuses on the importance of design from companies' point of view. In the following Pearson´s chi-square test for independence, the researchers strived to evaluate the importance of design from companies' point of view. The criterion of evaluation concerning the importance of this factor consisted of four levels: extremely important, fairly important, not very important, and completely unimportant.
Based on the hypothesis when p-value at 0.05 signifi cance level was calculated with result of 0.756443221, is this hypothesis H0 rejected. It means that we cannot claim that there is no difference among the companies from B2B or B2C markets with respect to the importance of design. 
Marketing a obchod
From the visual representation of respective factors concerning the importance of companies´ activities in the markets, a simple spider graph analysis was drawn up. The spider analysis includes criteria according to which the companies consider the importance. These are quality, reliability, design and price. Low numbers show insignifi cant importance (1 -completely unimportant), whereas high numbers represent great importance (4 -extremely important). This refl ects degrees of importance concerning the evaluation of internal factors based on a well thought-out indicator system. The factor rating enables us to answer the following questions: 'What are the most important factors within companies?' and 'What is the situation like regarding the selected factor within a company?' A structure of the factor-rating model is to be found in Figure 5 below.
For a more precise representation of the measured results, the axis numbers in the spider graph were adjusted at number intervals 2.0 to 4.0. This spider chart represents that in the market B2C only, quality is the most important factor with the value of 3.56, then there is reliability with the value of 3.46, price with the value of 3.20, and design with the lowest value of 2.92.
In the market B2B only, quality with the value of 3.69 is the most important factor together with reliability with a very similar value of 3.68. The factor of price reached a lower value of 3.37 and design is again of lowest importance with the value of 2.76. In the companies that have their business activities in B2B and B2C markets, the situation is almost identical. Quality is again the most important factor with the value of 3.77, then reliability with the value of 3.72. Price is at the value of 3.31 and design is again of the lowest importance with the value of 2.92.
Design with Respect to the Company Size
For the purpose of research concentrating on the importance of design compared with the company size, the following hypotheses were defi ned.
H2 0 : Referring to the importance of design in relation to the success rate of the company there is no difference among small, mediumsized and large businesses.
H2 A : Referring to the importance of design in relation to the success rate of the company there is difference among small, medium-sized and large businesses.
Considering the evaluation of design itself as one of the factors that were stated by the companies in the graph above, we are able to note the following. Small businesses with 1-10 employees and medium-sized businesses with 11-50 employees as well as large businesses with 51-200 employees are of a very similar opinion. According to their opinion, the statement that design is relatively important occurs most often. A small number of businesses consider design extremely important, not very important or completely unimportant. A very similar situation is in large businesses with 201 employees and more when 50 businesses consider design fairly important. The entry 'extremely important' is insignifi cant and 'not very important' is of almost identical low value as 'extremely important'.
Based on the hypothesis when p-value at 0.05 signifi cance level was calculated with result of 0.143148809, is this hypothesis H0 rejected. It means that we cannot claim that there is no difference among the companies regarding the dependence on number of employees and the attitude towards the importance of design. Spider graph analysis regarding visual record of the evaluation of respective criteria from the perspective of companies´ size was made. 
The Importance of Design Regarding Characteristic of Data´s Position and Variability
From the data collected through electronic forms, the following statistical indexes were calculated: characteristics of data´s position (arithmetic mean and median value) and characteristics of data´s variability (variance and standard deviation). Arithmetic mean of 2.86 represents a typical value describing a fi le of various values. We state that there is not a great difference regarding values recorded within respective fi elds of business (Fig. 5) or company size (Fig. 6) . The data examined reaches a low variance of 0.4, which represents favourable data consistency. Standard deviation of 168 entries regarding the importance of design within companies shows how typical cases within the data collected vary. The value of 0.63 means that in most cases the elements within data collected are alike, therefore only a low disparity occurs.
From the analysed results, we understand that companies with respect to their size and business activities in particular markets see the importance of the following factors: quality, reliability, design and price. In general, design is least important. Regarding almost all the fi elds, quality comes fi rst, and then, reliability together with price is of the same importance in the second and third place.
Conclusion
Nowadays, businesses are defi nitely aware of design being an important part of business prosperity. One of the major criteria is to become different in the market and for that reason design is fundamental in this discipline. Many businesses have already started working on it; others are in the phase of being aware of it but not concentrating on this area. These have not started solving the situation in any way. They probably feel that design is their weakness that they want to work on and improve in the future.
At present, companies are becoming more aware of the importance of design regarding their products as well as their marketing materials. Unfortunately, in comparison with international research activities it must be declared that majority of companies in the Czech Republic still underestimate the role of design. Even though companies pay attention to design, they do not consider it strategically important for business prosperity. By doing the research in the Czech Republic using a sample of 168 companies it was found out that there is a difference regarding perception of the importance of design in B2B and B2C markets. This corresponds with an increasing importance of design for fi nal consumers. factor that infl uences their fi nal decision. On the contrary, the company size specifi cation from number of employees' perspective does not infl uence perception of the importance of design in Czech companies. Companies put emphasis on the quality of products in the fi rst place. In fact, a long-term and transactional marketing considers the quality as one of essential pillars of successful marketing strategy. Reliability comes second, not design. The explanation is clear. Companies´ great concern is to offer a high-quality product, to be reliable (accuracy, amount and perfection of supplies, invoice payment, and trust in business partner). Then, there is the price of product. Czech market is traditionally very sensitive to the price and companies are defi nitely aware of this fact. For this reason, design is naturally moving to the last place with respect to these four basic criteria. Novotný and Duspiva [17] As we can see, the research confi rms results of our research.
It is evident that nowadays, in the period of economic stagnation, companies must primarily maintain their position in the market which is typical for poor demand. They cannot afford to invest money and energy in the development of high-quality design. According to estimates of Czech Ministry of Finance and The European Central Bank, we expect the growth in gross domestic product of Czech economy in 2015 by 1.7-2.0 percent [11] . With respect to economic growth and positive market news, companies could make their economic situation more stable and start dealing with design more strategically.
